Web appendices


Web Appendix A. Theory Card Deck: Key inter-disciplinary behaviour change frameworks that can be used in your strategy plan. Please note the images here are a sample and the complete set can be downloaded at https://www.brittanycurrenti.com/kit 
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Web Appendix B. Behaviour Change Strategy Template and Guide
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Social Support Theory

Explanatory Theory Barriers and Motivators

What is this theory?

Social support theory explains how different types of support are
required for people to be able to perform a desired behaviour.

Key elements

Informational support: advice, guidance, information, awareness
Instrumental support: tools and materials, tangible resources, ‘hands
on’ help

Network support: groups with common interests, community, peers,
family

Esteem support: self-sense of competence and worthiness, self-sense
of class and status

Emotional support: fun, emotional peace, enjoyment, stability

Example

A major barrier to quitting smoking may be
that its social, a way to connect with
friends (network barrier). Thus, your
solution needs to address the social aspect
of this. For example, removing the

Match the right

kind of support to
opportunities for smoking to be social to the actual need
discourage it (e.g., banning from inside
restaurants).

Cutrona, C. E., & Russell, D. W. (1990). Type of social support and specific stress:
Toward a theory of optimal matching. John Wiley & Sons,
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How to change behaviour.

Ideate your intervention idea by
identifying the processes, strategies, and
conditions that enable people to move
from current to desired actions.
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nge Framework

Change Theory Intervention Idea

What is this theory?

The Exchange Framework explains behaviour change by showing how
rewards and punishments work across two dimensions: active vs passive
and conscious vs UNconscious.

Key elements

Hug (active reward): incentives and rewards such as gift cards,
certificates, points, vouchers.

Nudge (passive reward): subtle pushes in the right direction that
leverage cognitive biases (see EAST).

Smack (active punishment): disincentives and punishments such as
fines, penalties, or increased costs.

Shove (passive punishment): subtle pushes against the wrong
direction that leverage cognitive biases, such as social sanctioning or
making bad behaviour more difficult (see EAST). 59
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Example

To reduce drink driving, free non-alcoholic
drinks can be offered (Hug) to encourage
more designated drivers. Further, drinks
that look like alcoholic drinks such as zero
beer and mocktails make it look like the
driver is still engaging in social behaviours
of drinking (Nudge that leverages
conformity bias).

pt the target

Erench, 1. (2011 Why nudging s not enough. Journal of Social Marketing, 1), 54-162.
Russell-Bennett, & Letheren, K, Dulleck, U, Whyte, . Brumpton, M. & Orr, L. (2019) Hug. nudse, smack or shove: How
do consumers réactto. social dlemma?.In World Social Marketing Conference (pp. 80-52).
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How to understand and change
behaviour.

Theories that can be used as both
explanatory and change theories.
Categorise the barriers and motivators
influencing behaviour to clarify their
nature then ideate the processes,
strategies, and conditions that enable
people to move from current to desired
actions.
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Customer Value

Dual Theory Barriers and Motivators Intervention Idea

What is this theory?

Customer value is the benefits a person perceives from an experience,
habit or behaviour.

Key elements

Functional value: the economic, practical or functional benefits.
Includes convenience and quality.

Emotional value: hedonic benefits, fun, self fulfillment, pleasure,
autonomy, peace.

Social value: reputational or status benefits. Includes feeling belonging
with colleagues, friends, family and community.

Altruistic value: benefits for others, a social cause, the environment or
wider society. Includes spirituality and ethics.

Example

A major value people may get from
gambling is emotional, where it is thrilling.
Your solution will need to replace or

provide more emotional value than the Identify the value the
undesired behaviour. For example, instead undesired behaviour
of a traditional gambling addiction meet has, then swap this
up, set up community groups that engage value for a new one

in fun challenges or activities to reinforce
an anti-gambling community of support by
satisfying that thrill-seeking tendency.

Holbrook, M. B,
personal introspec

6). Consumption experience, customer value, and subjective

on: An illustrative photographic essay. Journal of business
research, 59(6), 714-725,
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Strategy Plan

1. The Problem

What is the behavioural problem. Include any key elements of
your target audience that may effect the intervention.

2.1 Theory for barriers &
motivators
Circle theoty is chosen to categorise barriers and motivators.
Social Support Theory  Cognitive Biases  Customer Experience
Customer Value

Other:

2.2 Barriers

What are the main barriers preventing behaviour? Pick 2-3
‘main ones and use a theory to categorise them.

2.3 Motivators

What are the main motivators that could encourage good
behaviour? Pick 1-2 main ones and use a theory to categorise
them.

3.1 Theory for Intervention

‘What theory is being used and what are the core elements of it?

3.2 Strategy Overview

How do you plan to address the problem in order to get the
desired behaviour?

3.3 Barriers addressed?

How does your strategy directly address the barriers?

3.4 Motivators addressed?

How does your strategy directly leverage the motivators?
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Strategy Plan

Benchmark metrics Goals
What previous research can you use toset || Clear and specific gouls with a metric.
«a henchmark? E.g. # people doing Should match your henchmark where
undesired behaviour. Jossible.

Measuring Success
‘How will you know this has succeeded?
‘When will you collect this data and how?
Eig surveys, government reports, medical
reports efc.

‘Will this be Successful?
Are there previous, similar initiatives that
‘have worked? How will we ensure long-
term behaviour change?
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Strategy Plan

1. The Problem

What is the behavioural problem. Include any key elements of
your target audience that may effect the intervention.

Australians between the ages of 18-35 are increasingly
struggling to stay out of debt, largely due to low financial
literacy. Many young adults lack the foundational
understanding of budgeting, saving, and managing credit,
which makes them vulnerable to accumulating high-
interest debts from credit cards, personal loans, and buy-
now-pay-later schemes. As a result, this age group often
finds itself trapped in a cycle of debt, struggling to build
financial security and plan for future expenses, such as
buying a home or saving for retirement.

Given rising cost of living and increasingly low home
ownership rates in younger demographics, the
government deemed financial literacy as an important
priority.

2.1 Theory for barriers &
motivators
Circle theoty is chosen to categorise barriers and motivators.
Cognitive Biases  Customer Experience
Customer Value

Other:

2.2 Barriers

What are the main barriers preventing behaviour? Pick 2-3
‘main ones and use a theory to categorise them.

Informational barrier: Lack of financial education.

Instrumental barrier: Lack of tools young people can
quickly, easily and intuitively use to develop and manage
their budgets.

2.3 Motivators

What are the main motivators that could encourage good
behaviour? Pick 1-2 main ones and use a theory to categorise
them.

Emotional motivator: a sense of control and financial
security

3.1 Theory for Intervention

‘What theory is being used and what are the core elements of it?

EAST nudges
* Default nudge (Easy)
* Design rewards to maximise impact (Attractive)
= Prompt people when they are likely to be most
receptive (Timely)

3.2 Strategy Overview

How do you plan to address the problem in order to get the
desired behaviour?

An Al-plugin will be developed that links to the audience’s
bank app and tracks patterns and develops an optimum
budget by Defauit (Easy), suggesting how much money
they can spend on different categories such as groceries or
fun, and automatically transfers savings into a separate
account. Reaching their budget goals each month results
in a point towards a ‘streak’, and a 12 month streak results
in a $100 gift card (Rewards- Attractive).

The plugin also includes pop-up tips that explain key
financial concepts such as budgeting, saving, interest
rates, and the importance of emergency funds. These
would trigger periodically when the user’s actions indicate
such a tip is relevant e.g. just after payday when there is
enough cash to put some aside trigger ‘emergency funds’
tip with a button to allow the Al to auto-transfer to a
savings account (Prompting when Receptive- Timely).

3.3 Barriers addressed?

How does your strategy directly address the barriers?

Informational barrier: provides informational help
through the pop-up tips that come up at a relevant time so
they will actually be read and understood.

Instrumental barrier: provides instrumental help (an app
suggesting a personalised budget, offering default support
by automatically transferring money, integrating with
current tools they already use).

3.4 Motivators addressed?

How does your strategy directly leverage the motivators?

Emotional motivator: achieved through seeing they're
reaching their goals each month and are on track to
regaining financial freedom and control.
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Strategy Plan

4.1 Viability and Goals

What are the goals for this project, are they reasonable and achievable?

Benchmark metrics
What previous rescarch can you use Lo sel
abenchmark? E.g. # people doing
undesired behaviour.

Approximately 45% of young Australians
(18-33) are not financially literate.

Young Austratians (18-35) have an
average personal debt of $22,000.

Individuals aged 18-35 have an average
savings balance of $10,000.

4.2 Feasibility

Goals
Clear and specific goals with a merric.
Should match your henchmark where
possible.

Increase financial literacy among
participants to 60% within 2 years.

Reduce the personal debt of participants
in the plug-in program by 30% over 12
months, and 80% over 24

Increase average savings by participants
by 30% within 12 months.

Measuring Success
‘How will you know this has succeeded?
When will you collect this data and how?
Eig surveys, government reports, medical
reports ef.

Conduct an initial short survey when app is
doumloaded to gage baseline financial
Hiteracy. Have the phug in trigger the survey
again in 12 months time. and in 24 months
time to see the difference. See differences
based on low-medium-high use of plug in.

Gain consent (0 collect banking app data
from participants, offering a reward for
participation. Track their personal debt
over time.

Gain consent to collect banking app date
Jrom participants, offering a reward for
‘participation. Track their savings over
time.

Will this be Successful?
Are there previous, similar initiatives that
have worked? How 1will we ensure long-
term behaviour change?

Similar initiatives, like the ASIC
MoneySmart program, have shown
improvements in financial
understanding when combined with
engaging, practical education.

Other behavioural prograns have shown.
that the pairing of informational AND
instrumental support is one of the most
suceessful ways to ensure long term
change.

Apps like Acorns and Digit have proven.
effective in encouraging savings by
automating transfers and simplifying the
saving process.

Can this be done? Consider the budget, resources needed, where resources will come from, and stakeholder engagement needed to
achieve this. Are there any government grants or industry collaborations you can leverage?

By developing an Al plugin instead of a whole app, it will cost less and is more likely to be adopted as we're not asking users to

learn a whole new app.

Budget

The plugin development would cost approx $50-$100k depending on complexity, which may be covered by various grants and
industry collaboration. A similar initiative was run in the UK and cost £55k.
* Partnership with banks such as NAB who already track user patterns. This can help with funding. National Australia Bank
(NAB) has demonstrated a commitment to social good through various initiatives, including social impact investments and

community programs.

« Australian government has a Financial Wellbeing and Capability (FWC) Activity grant that can be applied for with a pool of

$150 million.

Other Resources

* Contract to an app development company for development

* Stakeholder engagement from NAB and other banks
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Theory Card Deck

Useful inter-disciplinary behaviour change frameworks that can
be used in your strategy plan.

Purpose of the deck

Applying behaviour change theories into strategy can transform how
we approach and design focused interventions. This card deck
provides an evidence-based toolkit of behaviour change theories,
drawing upon decades of peer-reviewed research. The theories
contained in this toolkit can inform the development of evidence-
based interventions and discrete actions to drive change.

Types of theories

Explanatory
theories

An explanatory theory
is used to explain why
a behaviour occurs
(e.g., drivers,
influencers or factors
involved in behaviour,

Start with explanatory
theories when
diagnosing barriers
and motivators.

Change theories

A change theory is
used to influence or
shift behaviours (e.g.,
stmtegies, levers or
processes to change
behaviour)

Move to change
theories when
designing
interventions.

Dual theories

Dual theories can be
used as both
explanatory and
change theories as
they both explain
behaviour and give
guidance as to how to
change it.

Use dual theories when
you need a holistic
view. Creates simple
yet powerful synergy
between strategy
stages.

Note: This card deck does not include some traditional theories that focus mainly on rational
decision-making as these often overlook the emotional, social, and cultural influences on behaviour
which limits how well they can explain real-world behaviour.
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How to use the deck

The deck can be used in combination with the Strategy Sheet or on its
own.

1. Identify your goal - Do you want to understand why a behaviour is
happening, design an intervention, or both? Select the theory type
that fits with your goal— explanatory, change, or dual theory.

If using the Strategy Sheet, an explanatory theory is used to
categorise barriers and motivators, and a change theory to guide
your intervention design. A dual theory provides the ability to use
one theory for both aspects in the strategy.

2. Select a card - Choose a theory based on the following:

« Consider your desired outcome and the context of your problem,
does the theory seem to match these?

* Does it fit with your problem in terms of identifying causes of the
behaviour?

 Can it be used to account for your target audience’s
characteristics (values, culture, barriers)?

« Can it help clarify what needs to change in order to achieve
objectives?

* Does it spark creative ideas?

 Does it guide concrete strategies?

* Can you explain the theory to stakeholders?

If using with the Strategy Sheet, one explanatory and one change
theory will be chosen OR one dual theory. If using two theories,
consider if there synergy between your two theories; the explanatory
theory should explain why a behaviour is occurring, and the change
theory should guide how to change that behaviour based on that
understanding.

3. Apply it - Use the definition, key elements and example to
generate ideas and tailor strategies. Make sure to explicitly write
down which aspects of a theory are being used and how.
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What is Theory?

A theory is an explanation for why something happens, based on
patterns we can observe in the world. It helps us make sense of
complex situations and predict what might happen next.
Theories are based in careful, evidence-based research and are
verified through rigorous peer review processes. They are
knowledge that helps us understand how things work and how
to change behaviours.

Value for practitioners

This deck supports professionals in time-sensitive situations to use
theory in a practical and engaging way. It offers a strategic, creative,
and evidence-based approach to behaviour change, adding structure
and defensibility to decision-making processes. Using theory can de-
risk your strategy, supporting internal risk obligations and
responsibilities, as well as installing confidence amongst external
stakeholders.

The deck can be used by an individual, with internal teams and
stakeholders, or with external stakeholders during consultative
processes.

The cards can be deployed as a pen-and-paper resource or adapted
for digital collaboration (e.g., Miro). The deck is open-source and non-
proprietary tool.
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Explanatory
Theory

Understand why people behave as they
do.

Categorise the barriers (i.e., blockers) and
motivators (i.e., enablers) influencing
your target audience’s behaviour to
clarify their nature and guide the type of
support needed in the solution.




